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体 twitter 上获取样本数据，并对其进行定量的内容分析。具体为：选取 twitter
作为国外社交媒体样本数据来源，随机选择 2014 年 1、2、3 月这三个月每个月
的 5、15、25 号（由于 1 月 25 日以及 2 月 5 日的数据返回出现故障，因此顺延，


































The image of made in China in foreign countries becomes a hot topic recently. 
This paper uses the data of twitter as an example to study the image of made in China 
in social media abroad. Our study finds that the perceptions of made in China in social 
media are more negative than those in traditional mass media. The major source of 
Chinese product info is still from mass media. The product categories cited by twitter 
users are still mainly low-tech products. However, the percentage of mid or high tech 
products and cultural artifacts is going up. Twitter users are more affected by internal 
cues like product quality than external cues.  
This paper provides some suggestions to improve the image of made in China in 
foreign markets. 
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